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DETAILED ACTION 
Response to Amendment 

This office action is in response to amendment filed June 7, 2007. Applicant amended 
claims 1, 8, 9, 15, 21-23 and 25. Clams 7, 14 and 18 have been canceled. Claims 1, 2, 4, 6, 8, 9, 
1 1, 13, 15, 17, 19, 21-23 and 25 are currently pending. 

Claim Rejections - 35 USC §103 

The following is a quotation of 35 U.S.C 103(a) which forms the basis for all 
obviousness rejections set forth in this Office action: 

(a) A patent may not be obtained though the invention is not identically disclosed or described as set forth in 
section 102 of this title, if the differences between the subject matter sought to be patented and the prior art are 
such that the subject matter as a whole would have been obvious at the time the invention was made to a person 
having ordinary skill in the art to which said subject matter pertains. Patentability shall not be negatived by the 
manner in which the invention was made. 

Claims 1, 2, 4, 6, 8, 9, 11, 13, 15, 17, 19, 21-23 and 25 are rejected under 35 
U.S.C. 103(a) as being unpatentable over Sugimoto et al. JP 1 1-242714 further in view of 
Stanbach, Jr. et al. (US 6,449,657). 

Regarding claims 1, 2, 4 and 6, Sugimoto teaches means for sending a card attached with 
an optional message to a specified addressee; means for inputting a preference trend of 
addressee. Sugimoto teaches requesting the recipient to fill out a questionnaire before the 
recipient (addressee) creates the first greeting card and displaying a keyword advertisement 
created for the sender according to the answers to the questionnaire by the recipient (see page 4), 
Sugimoto teaches means for inputting a preference trends of sender (sender selecting specific 
course for selecting advertisement/gift); means for adding advertisement selected to the card; 
means for selecting advertisements suitable for the preference trends of addressee; and means for 
selecting advertisements suitable for the preferencie trends of sender; means for making the card 
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sending client select one piece of advertisement from the plurality of advertisement displayed; 
storing card sending history, frequency counting means; means for sending card attached with 
the advertisement ... (see pp. 10-11, 13-14, 16-21 and fig. 10-13). Sugimoto teaches wherein the 
advertisement selection means selects the advertisement information from the plurality of 
advertisement information (see pp. 16 lines 24-32 (par. 2) pp. 17 par. 2&3) and from the 
questionnaire the recipient fill out (see page 4) and based on the selection of "courses" by the 
sender (see page 17). Sugimoto also teaches sender selects a specific course; the sender can also 
receive a gift selected by the advertising company paying for this course, for example, a golf 
club manufacturer can have several golf-related gifts, and a car manufacturer can have several 
car-related gifts, an opportunity for soliciting ads (also called acceptance ads) which is a form of 
advertising ( gift descriptions ) that participants ask to see and show interest in (see also page 17); 
adding advertisement identification information for identifying non-visual advertisement 
information to said card; and outputting non-visual advertisement information (description of 
the gift) (see page 37). Sugimoto however failed to explicitly disclose wherein a providing target 
(target audience or criteria) of the advertisement information, has been preliminarily determined 
by the advertisement provider upon selection of the advertisement information. Stanbach teaches 
the (target ) being preliminarily determined by the advertisement provider upon selection of the 
advertisement information (see col 9 line 55 to col. 10 line 14). Stanbach teaches the 
demographic profile (including client favorites such as hobbies (see col. 1 1 lines 10-22 and fig. 
10 table 1064^ of the intended recipient generated and advertisement matching the profile of the 
intended recipient is selected based on target audience (target age, target income, etc.) from a 
plurality of advertisements. It would have been obvious to one of ordinary skill in the art at the 
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time of the invention to select the advertisements of Sugimoto, based on target criteria, 
preliminary selected by the advertiser for the purpose of narrowing the selection of the 
advertisement to the target, which provides advertisements directed toward the recipient's more 
specific demographic profile, as taught in Stanbach (see col. 12 lines 40-56). Sugimoto teaches 
selecting advertisement and displaying the advertisement and the sender selecting from the 
displayed advertisement at least one advertisement (see page 16 par. 2 and fig. 3). Sugimoto 
teaches changing additional information based on the number of time a card can be sent (see 
page 23). Sugimoto teaches the number of greeting cards can be limited ahead of time and can 
differ for different users or according to different classes of users (page 23). 

Regarding claims 8, 9, 1 1 and 13, Sugimoto teaches means for sending card attached with 
optional message to specified addressee; means for inputting preference trends. Sugimoto 
teaches requesting the recipient to fill out a questionnaire before the recipient creates the first 
greeting card and displaying a keyword advertisement created for the sender according to the 
answers to the questionnaire by the recipient (see page 4). Sugimoto teaches means for inputting 
a preference trends of sender (sender selecting specific course for selecting advertisement/gift); 
means for adding advertisement selected to the card means for selecting advertisement; means 
for presenting advertisement; selecting advertisement information suitable for the addressee; 
selecting advertisement information suitable for the sender; selecting and presenting plurality of 
advertisements; card sending client select one of the advertisement; a card sending history; 
changing additional information ... (see pp. 10-11, 13-14, 16-21 and fig, 10-13). Sugimoto 
teaches wherein the advertisement selection means selects the advertisement information from 
the plurality of advertisement information (see pp. 16 lines 24-32 (par. 2), pp. 17 par. 2&3), and 
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from the questionnaire the recipient fill out (see page 4) and based on the selection of "courses" 
by the sender (see page 17); adding advertisement identification information for identifying non- 
visual advertisement information to said card; and outputting non-visual advertisement 
information (description of the gift) (see page 37). Sugimoto however failed to explicitly disclose 
wherein the providing target (target audience or criteria) is preliminary determined by the 
advertisement provider. Stanbach teaches the (target) being preliminarily determined by the 
advertisement provider upon selection of the advertisement information (see col. 9 line 55 to col. 
10 line 14). Stanbach teaches the demographic profile (including client favorites such as hobbies 
(see col. 1 1 lines 10-22 and fig. 10 table 1064) of the intended recipient generated and 
advertisement matching the profile of the intended recipient is selected based on target audience 
(target age, target income, etc.) from a plurality of advertisements. It would have been obvious to 
one of an ordinary skill in the art at the time of the invention to select the advertisements of 
Sugimoto, based on target criteria, preliminary selected by the advertiser for the purpose of 
narrowing the selection of the advertisement to the target which provides advertisements directed 
toward the recipient's more specific demographic profile, as taught in Stanbach (see col. 12 lines 
40-56). Sugimoto teaches selecting advertisement and displaying the advertisement and the 
sender selecting from the displayed advertisement at least one advertisement (see page 16 par. 2 
and fig. 3). Sugimoto teaches changing additional information based on the number of time a 
card can be sent (see page 23). Sugimoto teaches the number of greeting cards can be limited 
ahead of time and can differ for different users or according to different classes of users (page 
23). 



Application/Control Number: 09/74 1 ,907 Page 6 

Art Unit: 3622 

Claims 15, 17 and 19 are rejected as stated above in claims 8-15. 

Regarding claims 21-23, Sugimoto teaches sending a card attached with an optional 
message to a specified addressee; input preference trends of the addressee, Sugimoto teaches 
requesting the recipient to fill out a questionnaire before the recipient creates the first greeting 
card and displaying a keyword advertisement created for the sender according to the answers to 
the questionnaire by the recipient (see page 4). Sugimoto teaches means for inputting a 
preference trends of sender (sender selecting specific course for selecting advertisement/gift); 
means for adding advertisement selected to the card; selecting advertisement information to fit 
the preference trends of the addressee and adding the advertisement information; inputting 
preference trends of sender; selecting advertisement to fit the sender's preference trends and 
presenting the advertisement to sending client (see pp. 10-11, 13-14, 16-21 and fig. 10-13). 
Sugimoto teaches wherein the advertisement selection means selects the advertisement 
information from the plurality of advertisement information (see col 16 lines 24-32 (par. 2) pp. 
17 par. 2&3) and from the questionnaire the recipient filled out (see page 4) and based on the 
selection of "courses" by the sender (see page 17). Sugimoto does not specifically teach wherein 
the providing target (target audience or target criteria or as indicated by applicant's argument "a 
target market") is preliminary determined by the advertisement provider. Stanbach teaches the 
(target) being preliminarily determined by the advertisement provider upon selection of the 
advertisement information (see col. 9 line 55 to col. 10 line 14). Stanbach teaches the 
demographic profile (including client favorites such as hobbies (see col. 1 1 lines 10-22 and fig. 
10 table 1064) of the intended recipient generated and advertisement matching the profile of the 
intended recipient is selected based on target audience (target age, target income, etc.) from a 
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plurality of advertisements. It would have been obvious to one of ordinary skill in the art at the 
time of the invention to select the advertisements of Sugimoto, based on target criteria, 
preliminary selected by the advertiser for the purpose of narrowing the selection of the 
advertisement to the target which provides advertisements directed toward the recipient's more 
specific demographic profile, as taught in Stanbach (see col. 12 lines 40-56). Sugimoto teaches 
selecting advertisement and displaying the advertisement and the sender selecting from the 
displayed advertisement at least one advertisement (see page 16 par. 2 and fig. 3). Sugimoto 
teaches changing additional information based on the number of time a card can be sent (see 
page 23). Sugimoto teaches the number of greeting cards can be limited ahead of time and can 
differ for different users or according to different classes of users (page 23). 

Regarding claim 25, Sugimoto teaches inputting a preference trend of addressee (sender 
selecting specific course for selecting advertisement/gift, that he/she thinks the recipient 
(addressee) will like (see page 16)); preliminarily determining preference trends of a providing 
target of the advertisement by an advertisement provider. Sugimoto teaches selecting the 
advertisement information from the plurality of advertisement information (see col. 16 lines 24- 
32 (par. 2) pp. 17 par. 2&3) and from the questionnaire the recipient fill out (see page 4) and 
based on the selection of "courses" by the sender (see page 17); selecting by advertisement 
provider advertisements suitable for the preference trends of addressee (based on the course 
selected by the sender, see page 17); selecting by card sending client at least one piece of 
advertisement from the plurality of advertisement displayed; (see pp. 10-11, 13-14, 16-21 and 
fig. 10-13). Sugimoto however failed to explicitly teach wherein a providing target (target 
audience or criteria) of the advertisement information, has been preliminarily determined by. the 
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advertisement provider upon selection of the advertisement information. Stanbach teaches the 
(tar get ) being preliminarily determined by the advertisement provider upon selection of the 
advertisement information (see col. 9 line 55 to col. 10 line 14). Stanbach teaches the 
demographic profile (including client favorites such as hobbies (see col 1 1 lines 10-22 and fig. 
10 table 10642 of the intended recipient generated and advertisement matching the profile of the 
intended recipient is selected based on target audience (target age, target income, etc.) from a 
plurality of advertisements. It would have been obvious to one of ordinary skill in the art at the 
time of the invention to select the advertisements of Sugimoto, based on target criteria, 
preliminary selected by the advertiser for the purpose of narrowing the selection of the 
advertisement to the target which provides advertisements directed toward the recipient's more 
specific demographic profile, as taught in Stanbach (see col. 12 lines 40-56). Sugimoto teaches 
selecting advertisement and displaying the advertisement and the sender selecting from the 
displayed advertisement at least one advertisement (see page 16 par. 2 and fig. 3). Sugimoto 
teaches changing additional information based on the number of time a card can be sent (see 
page 23). Sugimoto teaches the number of greeting cards can be limited ahead of time and can 
differ for different users or according to different classes of users (page 23). 

Based on Applicant's argument that the additional information is related to 
discount, Examiner presents the following rejection. 

Claims 1, 2, 4, 6, 8, 9, 11, 13, 15, 17, 19, 21-23 and 25 are rejected under 35 
U.S.C. 103(a) as being unpatentable over Sugimoto et al. JP 1 1-242714 further in view of 
Stanbach, Jr. et al. (US 6,449,657) and further in view of Kamakura et al. (US 6,076,101). 
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Regarding claims 1, 2, 4, 6, 8, 9, 1 1, 13, 15, 17, 19, 21-23 and 25, Sugimoto teaches 
means for sending a card attached with an optional message to a specified addressee; means for 
inputting a preference trend of addressee. Sugimoto teaches requesting the recipient to fill out a 
questionnaire before the recipient creates the first greeting card and displaying a keyword 
advertisement created for the sender according to the answers to the questionnaire by the 
recipient (see page 4). Sugimoto teaches means for inputting a preference trends of sender 
(sender selecting specific course for selecting advertisement/gift); means for adding 
advertisement selected to the card; means for selecting advertisements suitable for the preference 
trends of addressee; and means for selecting advertisements suitable for the preference trends of 
sender, means for making the card sending client select one piece of advertisement from the 
plurality of advertisement displayed; storing card sending history; frequency counting means; 
means for sending card attached with the advertisement . . . (see pp. 10-11, 13-14, 16-21 and fig. 
10-13). Sugimoto teaches wherein the advertisement selection means selects the advertisement 
information from the plurality of advertisement information (see col. 16 lines 24-32 (par. 2) pp. 
17 par. 2&3) and from the questionnaire the recipient fill out (see page 4) and based on the 
selection of "courses" by the sender (see page 17); adding advertisement identification 
information for identifying non-visual advertisement information to said card; and outputting 
non-visual advertisement information (description of the gift) (see page 37). Sugimoto does not 
specifically teach wherein a providing target (target audience or criteria) of the advertisement 
information, has been preliminarily determined by the advertisement provider upon selection of 
the advertisement information. Stanbach teaches the ( target ) being preliminarily determined by 
the advertisement provider upon selection of the advertisement information (see col. 9 line 55 to 
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col. 10 line 14), Stanbach teaches the demographic profile (including client favorites such as 
hobbies (see col. 1 1 lines 10-22 and fig. 10 table 10642 of the intended recipient generated and 
advertisement matching the profile of the intended recipient is selected based on target audience 
(target age, target income, etc.) from a plurality of advertisements. It would have been obvious to 
one of ordinary skill in the art at the time of the invention to select the advertisements of 
Sugimoto, based on target criteria, preliminary selected by the advertiser for the purpose of 
narrowing the selection of the advertisement to the target, which provides advertisements 
directed toward the recipient's more specific demographic profile, as taught in Stanbach (see col. 
12 lines 40-56). Sugimoto teaches selecting advertisement and displaying the advertisement and 
the sender selecting from the displayed advertisement at least one advertisement (see page 16 
par. 2 and fig. 3). Kamakura teaches changing additional information based on the number of 
time a card can is sent (see abstract, col 3 lines 3-63). It would have been obvious to one of the 
ordinary skill in the art at the time of the invention to implement Kamadura 's points in 
Sugimoto 's email system, which provides predetermined points every time a recipient reads the 
message which increases the utilization frequency of the card sending service. 

Response to Arguments 

Applicant's arguments filed June 7, 2007 have been fully considered but they are not 
persuasive. 

Applicant argues that the claim recites changing additional information to be added to 
said card based on the utilization frequency" rather than simply changing additional information 
based on the utilization frequency as asserted by the Office action. Applicant further asserts that 
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Sugimoto sets conditions on the sender not on the card. However, according to the claim there is 
no step of adding the information on the card. The claim recites changing additional information 
to be added to said card, however does not recite the step of adding the information to the card, 
which is just an intended purpose of the changing the information. 

Applicant also argues the claim recites "preference trends" not target age, target sex or target 
income contrary to the assertion in the Office action. Examiner would like to point out that 
applicant's argument was regarding the providing target not the preference trends. Applicant's 
previous argument stated, "Neither Sugimoto nor Stanbach teach, disclose, or suggest, "wherein 
a providing target of the advertisement information has been preliminarily determined by the 
advertisement provider upon selection of the advertisement information," as recited in claim 1. 
No providing target is mentioned in either Sugimoto or Stanbach at all". 

Applicant's argument regarding the non-visual advertisement states that according to the 
claimed invention the addressee who has received a card can use a non-visual advertisement 
information such as music, if he or she inputs the advertisement identification information. 
Examiner would like to point out that the claim does not recite what information is displayed that 
allow the user to input the information into a system of a particular shop. Just displaying non- 
visual advertisement information does not mean the information could be used or would allow a 
user to use it with a system in a shop. Applicant's disclosure also discloses non- visual 
advertisement information for identifying non-visual advertisement information may be added to 
the card, and the non-visual advertisement information then output based on the advertisement 
identification information. The disclosure teaches even if there is advertisement information such 
as music or images which cannot be shown with a card, the addressee can use this, and 
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advertisement information which cannot be transmitted in the current publicizing format, can 
also be provided. Even applicant's disclosure does not teach what information is displayed if 
advertisement information such as music or images cannot be shown with a card. So Examiner 
considers a description of a product, instead of the image, as non-visual advertisement of the 
product such as music. 

Applicant argues that Sugimoto pays no attention to what the preference trends of the 
addressee might be at all let alone selecting advertising information based upon them. The 
argument has already been addressed in the previous Office action. As indicated before, 
Sugimoto teaches requesting the recipient to fill out a questionnaire before the recipient creates 
the first greeting card and displaying a keyword advertisement created for the sender according 
to the answers to the questionnaire by the recipient (see page 4). Sugimoto teaches means for 
inputting a preference trends of sender (sender selecting specific course for selecting 
advertisement/gift); means for adding advertisement selected to the card; selecting advertisement 
information to fit the preference trends of the addressee and adding the advertisement 
information; inputting preference trends of sender; selecting advertisement to fit the sender's 
preference trends and presenting the advertisement to sending client (see pp. 10-1 1, 13-14, 16-21 
and fig, 10-13). Applicant argues that in Sugimoto since the free gift might be acquired by both 
the sender and the receiver, as a team, the sender's personal gift preference will surely take 
precedence over whatever the sender might think the receiver might like. According to 
applicant's invention it is the sender that inputs the addressee's attribute in order for the 
applicant's system to realize the preference trend and for the system to retrieve advertisement 
information thought to be of interest to the addressee. Therefore, the advertisement is selected 
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based on what the sender inputs, same as Sugimoto. Applicant is ignoring the fact that Stanbach 
demographic profile includes user lifestyle preference and favorites (see col. 11 lines 10-22, col. 
19 lines 4-14 and figure 10 table 1064) and the advertisement is selected based on the preference 
(lifestyle preference and favorites) of the recipient (addressee). Examiner is aware that Stanbach 
also teaches another embodiment, wherein all or a portion of the advertisements can be selected 
without regard to demographic and/or personal information-of the intended recipient 720 or the 
fact that when selecting an advertisement, demographic information pertaining to the intended 
recipient 720 is queried to select the demographic profile snapshot best matching the intended 
recipient 720. However Applicant seems to ignore the fact that the demographic profile of 
Stanbach includes favorite or lifestyle preference. Stanbach teaches "(i)n one embodiment, a 
demographic profile corresponding to the recipient address 720 is established by querying the 
database 744. The query can be performed on a favorites table, or a client table, or some other 
table comprising demographic information on the intended recipient (e.g., favorites table 964 or 
client table 912 in FIG, 9), The demographic profile generated on the intended recipient 720 is 
then used to create a sub-set of advertisements from an ads table (e.g., ads table 960 in FIG. 9). 
This sub-set of advertisements from the ads table is particularly focused towards the 
demographic profile matching the intended recipient 720". 

In regard to Kamakura, Applicant argues that Kamakura does not either, and thus cannot 
make up for the deficiencies of either Sugimoto or Stanbach with respect to the claimed 
invention. Thus, even if Sugimoto, Stanbach and Kamakura were combined, as proposed in the 
Office Action, the claimed invention would not result. Examiner relied on Kamakura since 
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Applicant argued that the additional information, i.e., a discount coupon ticket to be added to the 
card, may be changed based on the measured utilization frequency of the card. 

Conclusion 

THIS ACTION IS MADE FINAL. Applicant is reminded of the extension of time 
policy as set forth in 37 CFR 1.136(a). 

A shortened statutory period for reply to this final action is set to expire THREE 
MONTHS from the mailing date of this action. In the event a first reply is filed within TWO 
MONTHS of the mailing date of this final action and the advisory action is not mailed until after 
the end of the THREE-MONTH shortened statutory period, then the shortened statutory period 
will expire on the date the advisory action is mailed, and any extension fee pursuant to 37 
CFR 1.136(a) will be calculated from the mailing date of the advisory action. In no event, 
however, will the statutory period for reply expire later than SIX MONTHS from the mailing 
date of this final action. 

Any inquiry concerning this communication or earlier communications from the 
examiner should be directed to Yehdega Retta whose telephone number is (571) 272-6723. The 
examiner can normally be reached on 8-4:30. 

If attempts to reach the examiner by telephone are unsuccessful, the examiner's 
supervisor, Eric Stamber can be reached on (571) 272-6724. The fax phone number for the 
organization where this application or proceeding is assigned is 571-273-8300. 
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Information regarding the status of an application may be obtained from the Patent 
Application Information Retrieval (PAIR) system. Status information for published applications 
may be obtained from either Private PAIR or Public PAIR. Status information for unpublished 
applications is available through Private PAIR only. For more information about the PAIR 
system, see http://pair-direct.uspto.gov. Should you have questions on access to the Private PAIR 
system, contact the Electronic Business Center (EBC) at 866-217-9197 (toll-free). If you would 
like assistance from a USPTO Customer Service. Representative or access to the automated 
information system, call 800-786-9199 (IN USA OR CANADA) or 571-272-1000. 
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Primary Examiner 
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